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Abstract: Research suggests that underage drinking is a serious problem in the United States, and that many of the factors 
that influence minors to consume alcohol are environmental in their nature. One such factor is youth-oriented alcohol ad-
vertisements. Although many adults support restrictions on such advertisements, others do not or do so to a lesser degree. In 
this study, we explored one factor that may influence how strongly adults support restrictions on youth-oriented alcohol 
advertisements: The frequency with which adults themselves report consuming alcoholic beverages. A total of 767 adult 
Idahoans completed a survey asking about a variety of perceptions related to underage drinking, including whether they 
supported five types of restrictions on youth-oriented alcohol advertisement. They also answered a question about their own 
drinking behavior. The results revealed a significant effect of adults’ self-reported alcohol consumption behavior on their 
support for all five types of advertising restrictions. Adults who reported not consuming alcohol were significantly more 
supportive of all five types of advertising restrictions than those who reported consuming at least one alcoholic beverage in an 
average week. Significant differences in adults’ levels of support for all five types of advertising restriction were also revealed 
as a function of frequency with which adults consumed alcoholic beverages. Adults who reported consuming alcohol on one 
day in an average week reported significantly more support for all five types of advertising restrictions than those who re-
ported consuming alcohol four or more days in an average week. These findings identify a population—heavier drinking 
adults—for education about problems associated with underage drinking and advertising alcohol to minors. 
Keywords: Alcohol, Advertisement, Youth 
1. Introduction 
Underage drinking has been identified as a “major public 
health problem [1]” in the United States. Negative effects 
of alcohol use by young people have been extensively 
documented. The existing research shows that alcohol use 
at a young age can have long-lasting negative effects on the 
developing mind of a young person [2-6] and is associated 
with high social and economic costs [7-12]. In the past 
several decades, these and other research findings have 
resulted in an intensification of efforts to combat underage 
drinking in the United States. A number of laws aimed at 
reducing underage drinking have been enacted at the levels 
of individual states (e.g., “use/lose” and “zero-tolerance” 
laws) and the federal government (e.g., the National Mini-
mum Drinking Age Act of 1984 and the Sober Truth on 
Preventing Underage Drinking [STOP] Act of 2006 ap-
proving $18 million in federal funds). In a call for action 
released several years ago, the then acting Surgeon General  
Kenneth Moritsugu acknowledged that reducing the rates 
of alcohol use by minors will require a joint effort of com-
munity, state, and federal actors. Advocating for a holistic 
approach to reducing underage drinking, he declared that 
underage drinking is “everybody’s problem—and its solu-
tion is everybody’s responsibility” [13]. This stance, echoed 
by some researchers [e.g., 14], calls for a comprehensive 
understanding of issues related to underage drinking. It 
seems that developing such understanding will require re-
search that moves beyond the study of underage drinking in 
isolation from the context in which it occurs. Indeed, 
whereas in previous years, researchers have mostly relied 
on reports of adolescents [15], in recent years researchers 
are increasingly collecting information about adults’ per-
ceptions of underage drinking [16] and their drinking be-
haviors [17, 18] from the primary sources, the adults them-
selves. This shift represents an important step in under-
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standing the potential effects of environmental factors on 
underage drinking.  
Parents play an important role in their children’s devel-
opment. A positive association between parental alcohol 
use and alcohol use and heavy drinking in their adolescent 
children has been documented by a number of researchers 
[15, 18-22]. For example, in their recent study, Smyth et al. 
[18] examined parental attitudes about their adolescent 
children’s use of alcohol and found that parents who them-
selves consumed alcohol were more likely to have more 
permissive attitudes toward drinking. Intriguingly, the re-
sults of the 2011 national survey on drug use and health [23] 
indicate that close to two-thirds of underage drinkers obtain 
alcoholic beverages either from an unrelated adult (38.2%) 
or from parents or other adult members of their family 
(21.4%). 
Several studies have examined the effects of communi-
ty-level factors on underage drinking [17, 24]. In their lat-
est study on the relationships between local law enforce-
ment, alcohol availability, drinking norms and adolescent 
alcohol use, Paschall and her colleagues [17] were inter-
ested in understanding the relationship between adult alco-
hol use and use of alcohol by youth. They found that adult 
alcohol use was positively related to both past year alcohol 
use and heavy drinking among youth. Discussing their 
findings, Pashall et al. [17] made an intriguing proposal 
that both drinking policy and youth drinking may well be a 
reflection of the existing drinking norms, thus placing un-
derage drinking in the context in which it occurs and ac-
knowledging the possible effects of the social and commu-
nal alcohol use norms on the rates of underage drinking. A 
prior study [25] has revealed a positive association between 
the perceived ease of obtaining alcohol and alcohol use 
among a sample of adolescents from 115 schools in Oregon, 
indicating that youth may be more likely to use alcohol if 
they believe that they can easily obtain it. Furthermore, in 
their recent study, Nelson et al. [14] have found a moderate 
positive correlation between adult and youth drinking rates 
in the United States, a finding suggesting that a relationship 
between societal drinking norms and rates of underage 
drinking may indeed be present. Echoing assertions ex-
pressed by some [e.g., 10, 26] that adolescent’s behavior 
tends to be influenced by social norms, these findings sug-
gest that community-level factors may have an effect on 
underage drinking, a relatively underexplored research 
venue [17, 24, 27]. 
The existing literature indicates that alcohol advertising 
is associated with onset of alcohol use and higher rates of 
alcohol consumption by minors [28-31]. A recent study [32] 
conducted with young male adults provides some evidence 
for a causal relationship between alcohol advertisement and 
alcohol consumption. The participants who watched a 
60-minute movie featuring a greater number of alcohol 
depictions consumed greater quantities of alcohol while 
watching the movie than participants who watched a movie 
featuring fewer depictions of alcohol [32]. Studies that uti-
lized a similar research design, however, had mixed results. 
Several studies [33, 34] confirmed Engels et al.’s [32] 
finding that exposure to alcohol portrayal in movies leads 
to higher alcohol consumption while watching a movie, 
whereas others [35] did not find any effect of alcohol ad-
vertisement on alcohol consumption while watching a 
movie. Although a causal relationship between alcohol ad-
vertisement and onset of alcohol use or increased rate of 
alcohol has not been definitively established, some re-
searchers caution that depiction of alcohol in media nor-
malizes alcohol [36, 37] and often portrays drinking in 
ways that are appealing to young people [38, 39]. Yet, in 
spite of the apparent influence of alcohol advertising on 
youth, it appears that not all youth respond to alcohol ad-
vertisement in the same fashion [35]. Indeed, researchers 
have examined the effects of different moderators and me-
diators (e.g., preexisting beliefs and attitudes, parents and 
other adults, and peers) on the relationship between alcohol 
advertisement and alcohol consumption among youth and 
have found that both preexisting beliefs and attitudes [40] 
and parents and others [41] have a moderating effect on 
how receptive youth are to advertisements containing al-
cohol-related messages. 
Having established that adolescents obtain alcohol from 
their parents, guardians, or other adult family members 
more than 20% of the time [23] or from adult nonfamily 
members approximately 40% of the time [23], and that 
drinking behavior among adolescents may be associated 
with the perceived social norms [14, 25, 27], understanding 
how adults’ drinking behavior influences their perception of 
underage drinking generally, and alcohol advertising par-
ticularly, emerges as a research venue that may well gener-
ate findings that could be used by policy makers, commu-
nity workers, law enforcement officers, and researchers 
alike to better understand what steps need to be taken to 
reduce alcohol consumption among youth. In addition, this 
research venue may potentially contribute to identifying 
steps that need to be taken to transform the views of un-
derage drinking of adults who hold permissive attitudes 
toward alcohol consumption by minors.  
The present study builds on the findings of previous 
studies on the relationship between adult alcohol use and 
underage drinking [14, 19, 21, 22, 24, 25, 42, 43] and the 
effects of alcohol advertising on the rates of underage 
drinking [28, 29, 31, 32]. Examining the effects of adults’ 
drinking behaviors on their perception of alcohol advertis-
ing, it seeks to advance our understanding of the relation-
ship between community drinking norms and underage 
drinking, a research venue that has recently been identified 
[17] as one that could yield potentially valuable infor-
mation that may well be used by researchers and policy 
makers alike to develop effective strategies for reducing 
alcohol use by minors. 
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2. Method 
2.1. Participants 
A total of 763 adult Idahoans completed and returned a 
survey. Of those who reported their gender, 57.2% were 
women and 42.8% were men. With respect to area of resi-
dential location, 34.8% of the respondents reported living 
in one of Idaho’s nine urban counties, 31.2% in one of its 
nine rural counties, and 34.0% in one of its 26 frontier 
counties. Among those who reported their educational level, 
18.4% reported having a high school education (so few 
respondents reported having earned less than a high school 
diploma or equivalent that they were combined into the 
‘high school education’ category), 41.8% reported having 
some college education, 23.6% reported having a four-year 
college degree, and 16.2% reported having a graduate de-
gree. With respect to whether or not they had children un-
der the age of 18 living with them in the home, 68.6% of 
the respondents reported they did not, whereas 31.4% re-
ported that they did. 
2.2. Materials 
The survey used in this study was adapted from materials 
developed at the Alcohol Epidemiology Program (AEP) at 
the University of Minnesota [44]. The survey had been 
slightly modified (e.g., the response format for survey 
items was converted into closed-ended Likert scale items, 
rather than the original open-ended format used by AEP) in 
a similar study on adult Idahoans’ perceptions of issues 
related to underage drinking in 2005 [45], and this modified 
version was used in the present study. The survey included 
40 items, organized into five subscales, which addressed 
the respondents’: 1) perceptions of problems associated 
with underage drinking in their communities; 2) percep-
tions of when, if ever, it was appropriate for underage youth 
to have access to alcoholic beverages; 3) perceptions of the 
appropriateness of alcohol advertising, particularly in me-
dia and venues available to youth; 4) knowledge and beliefs 
about underage drinking enforcement efforts; and 5) own 
alcohol consumption behaviors. The present study is con-
cerned only with the survey subscales related to perceptions 
regarding alcohol advertising and respondents’ alcohol 
consumption. The alcohol advertisement subscale consisted 
of five items (Chronbach’s α= 0.92) asking respondents the 
extent to which they would: 1) support bans on alcohol 
advertisement on community billboards; 2) support bans on 
use of cartoons and youth-oriented materials on alcohol 
beverage packaging; 3) support bans on alcohol advertise-
ment using sports teams and athletes; 4) recommend to 
community planners that they refuse sponsorship to alcohol 
companies for events attended by teens; and 5) support a 
ban on all advertisement of beer and wine on TV.  All of 
these items featured 7-point Likert-type response scales, 
with 1 = strongly disagree and 7 = strongly agree. The al-
cohol consumption subscale consisted of two items asking 
respondents:  1) on how many days during an average 
week they consumed at least one alcoholic drink (defined 
on the survey as 12 ounces of beer, four ounces of wine, or 
one ounce of spirits); and 2) how many alcoholic drinks 
(defined the same way) they consumed during an average 
week. Because the responses to the two consumption items 
were highly correlated (r = .69), for the purposes of this 
study, the second item was used as the measure of alcohol 
consumption. 
2.3. Procedure 
The research team, working with officials from several 
state agencies, developed the survey plan and received ap-
proval from the Boise State University Institutional Review 
Board (IRB). A commercial survey sampling company was 
hired to produce a list of 4,500 randomly generated resi-
dential addresses, stratified such that 1,500 addresses each 
were generated from three blocks, consisting of Idaho’s nine 
urban, nine rural, and 26 frontier counties. A commercial 
mailing service was hired to mail survey packets to the 
randomly generated addresses. Each packet included a cover 
letter that explained the purpose and voluntary nature of the 
survey, the survey itself, and a postage-paid, self-addressed 
envelope to return the survey to the research team. All 
mailed survey materials were in English, however, due to the 
fact that a significant minority of Idaho residents speaks 
Spanish as a primary or preferred language [46], a paragraph 
in the cover letter in Spanish encouraged respondents 
wishing to complete the survey in Spanish to contact re-
searchers by telephone or email to obtain a copy of the 
survey in Spanish. 
A one month period was allowed for respondents to return 
the surveys to the research team. By the end of this period, 
767 surveys were completed and returned. Unfortunately, 
due to a procedural oversight the research team did not re-
quest ‘return service’ from the commercial mailing service, 
so surveys mailed to out-of-date or otherwise incorrect ad-
dresses were not returned to the research team for elimina-
tion from the number of eligible respondents. Thus, the 
response rate of 17.0% is calculated out of the number of 
surveys that were mailed rather than the number of surveys 
reaching a valid address, resulting in a response rate that is 
likely an underestimate. 
2.4. Data Analysis 
Data from the returned surveys were entered into the 
Statistical Package for the Social Sciences (SPSS), and 
were analyzed using Student’s t-test and multivariate anal-
ysis of covariance (MANCOVA) to assess whether the fre-
quency with which respondents consumed alcoholic bev-
erages had an effect on their levels of support for the five 
advertising restriction items. Student’s t-test was conducted 
to determine whether support for alcohol advertising re-
strictions as measured by respondents’ ratings of the five 
advertising restriction items differed between respondents 
who reported consuming no alcohol (N = 413) and those 
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who reported consuming at least one alcoholic beverage on 
at least one day during an average week (N = 310). Next, a 
MANCOVA was conducted to determine whether support 
for alcohol advertising restrictions as measured by re-
spondents’ ratings of the five advertising restriction items 
varied as a function of self-reported alcohol consumption 
frequency. Only data provided by respondents who reported 
consuming at least one alcoholic beverage on at least one 
day in an average week were included in the MANCOVA 
analysis. For the purpose of this analysis, the respondents 
were grouped into three subgroups utilizing 
SPSS-generated cut points for three equal groups: those 
who reported consuming at least one alcoholic beverage on 
only one day during an average week (N = 106), those who 
reported consuming at least one alcoholic beverage on two 
to three days during an average week (N = 98), those who 
reported consuming at least one alcoholic beverage on four 
or more days during an average week (N = 105).  
3. Results 
Prior to conducting the analysis of the differences in re-
spondents’ perceptions of youth-oriented alcohol advertis-
ing as a function of their drinking behavior (measured by 
self-reported frequency of alcohol consumption), some 
preliminary analyses were performed. The first set of pre-
liminary analyses was conducted to determine levels of 
overall support for alcohol advertising restrictions as rep-
resented by respondents’ ratings of the five alcohol adver-
tising restriction items. The second set of preliminary anal-
yses was performed to determine whether perceptions of 
alcohol advertising were related to the demographic varia-
bles gender, area of residence, education level, and whether 
minor children lived in the home; the purpose of these 
analyses was to identify any potential confounding varia-
bles to control for in the final analysis of the differences in 
adults’ perceptions of alcohol advertising as a function of 
their alcohol consumption behavior. 
Table 1. Attitudes towards Advertising Sponsorship 
Type of Restriction M SD 
1) Support bans on use of cartoons and youth-oriented materials on alcohol beverage packaging  
5.80 1.88 
2) Support bans on alcohol advertisements using sports teams and athletes 
5.40 2.09 
3) Recommend to community planners that they refuse sponsorship to alcohol companies for events at-
tended by teens 
5.31 2.09 
4) Support bans on alcohol advertisement on community billboards 
4.93 2.24 
5) Support a ban on all advertisement of beer and wine on TV 
4.37 2.38 
Note. All items were rated on a 7-point Likert scale, with 1 = strongly disagree and 7 = strongly agree. 
Table 2. Attitudes toward Advertising as a Function of Gender 
Type of Restriction Gender  
 Female Male  
 
M 
(SD) 
M 
(SD) 
t 
(df) 
1) Support bans on use of cartoons and youth-oriented materials on alcohol bever-
age packaging  
6.08 
(1.63) 
5.37 
(2.13) 
5.09*** 
(724) 
2) Support bans on alcohol advertisements using sports teams and athletes 
5.68 
(1.91) 
4.96 
(2.28) 
4.65*** 
(717) 
3) Recommend to community planners that they refuse sponsorship to alcohol 
companies for events attended by teens 
5.63 
(1.91) 
4.81 
(2.26) 
5.32*** 
(722) 
4) Support bans on alcohol advertisement on community billboards 
5.34 
(2.03) 
4.32 
(2.39) 
6.19*** 
(720) 
5) Support a ban on all advertisement of beer and wine on TV 
4.71 
(2.33) 
3.82 
(2.37) 
5.05*** 
(720) 
Note. ***denotes statistical significance at p<.001
The analysis of respondents’ levels of support for alcohol 
advertising restrictions revealed that their levels of support 
varied as a function of the type of restriction. As seen in 
Table 1, the respondents were strongly in favor of bans on 
use of cartoons and youth-oriented materials on alcohol 
beverage packaging, and fairly strongly in favor of bans on 
alcohol advertisement using sports teams and athletes and 
making recommendation to community planners to refuse 
sponsorship to alcohol companies for events attended by 
teens. They also expressed some support for bans on alco-
hol advertisement on community billboards and weaker 
support for bans on all advertisements of beer and wine on 
TV. 
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Table 3. Attitudes toward Advertising as a Function of whether Minor Children Lived in the Home 
Type of Restriction Children in Home  
 
No 
(n=507) 
Yes 
(n=232) 
 
 
M 
(SD) 
M 
(SD) 
t 
(df) 
1) Support bans on use of cartoons and youth-oriented materials on alcohol bever-
age packaging  
5.86 
(1.85) 
5.61 
(1.98) 
ns 
 
2) Support bans on alcohol advertisements using sports teams and athletes 
5.56 
(2.04) 
4.98 
(2.19) 
3.46** 
(717) 
3) Recommend to community planners that they refuse sponsorship to alcohol 
companies for events attended by teens 
5.42 
(2.08) 
5.03 
(2.13) 
5.32** 
(722) 
4) Support bans on alcohol advertisement on community billboards 
5.02 
(2.19) 
4.69 
(2.34) 
ns 
 
5) Support a ban on all advertisement of beer and wine on TV 
4.55 
(2.34) 
3.91 
(2.43) 
3.36** 
(720) 
Note. **denotes statistical significance at p<.01 
Table 4. Attitudes toward Advertising as a Function of Alcohol Consumption Behavior 
Type of Restriction Alcohol Consumption Behavior 
 
No Alcohol Consumption† 
(n=422) 
Alcohol Consumption†† 
(n=316) 
t 
(df) 
 M SD M SD  
1) Support bans on use of cartoons and youth-oriented mate-
rials on alcohol beverage packaging 
5.60 1.92 4.00 2.33 10.00*** 
(705) 
2) Support bans on alcohol advertisements using sports teams 
and athletes 
6.16 1.63 5.27 2.10 6.34*** 
(709) 
3) Recommend to community planners that they refuse 
sponsorship to alcohol companies for events attended by 
teens 
5.88 1.80 4.72 2.28 7.52*** 
(703) 
4) Support bans on alcohol advertisement on community 
billboards 
5.83 1.79 4.56 2.27 8.33*** 
(707) 
5) Support a ban on all advertisement of beer and wine on TV 5.25 2.11 3.14 2.17 13.00*** 
(705) 
Note. ***denotes statistical significance at p<.001, † Respondents who reported drinking zero alcoholic beverages during an average week, †† Respond-
ents who reported drinking at least one alcoholic beverage on at least one day during an average week.
The second set of analyses revealed statistically signifi-
cant differences in levels of support for restrictions on al-
cohol advertising as a function of gender and whether or 
not respondents had minor children living in the home. In 
the case of gender, on all five items women were more 
supportive of alcohol advertising restrictions than were 
men (see Table 2). In the case of minor children, respond-
ents without minor children in the home were more sup-
portive of alcohol restrictions on three of the five items 
than respondents with minor children in the home (see Ta-
ble 3). No statistically significant differences on any of the 
five alcohol advertisement items were found as a function 
of respondents’ area of residence or education level. Thus, 
in the final set of analyses, the variance accounted for by 
gender and whether or not minor children under the age of 
18 were living in the home was controlled through the use 
of MANCOVA analysis. 
The primary tests were then conducted to determine 
whether support for alcohol advertising restrictions as 
measured by respondents’ ratings of the five advertising 
restriction items varied as a function of adult’s self-reported 
alcohol consumption behavior. These analyses revealed 
significant differences between respondents who reported 
consuming no alcoholic beverages and those who reported 
consuming alcoholic beverages on at least one day during 
an average week such that respondents who reported con-
suming no alcohol were significantly more supportive of 
alcohol advertisement restrictions on all five items than 
those who reported consuming alcoholic beverages on at 
least one day during an average week (see Table 4). A 
one-way MANCOVA revealed a significant multivariate 
main effect of adults’ alcohol consumption frequency on 
support for alcohol advertisement restrictions, Wilk’s λ 
= .935, F (10, 566) = 1.95, p < .05, partial eta squared 
= .033. Power to detect the effect was .874. Given the sig-
nificance of the overall test, the univariate main effects 
were examined. Significant univariate main effects of 
adults’ frequency of alcohol consumption were found on all 
five items such that those who reported consuming alcohol 
on one day in an average week reported significantly more 
support for all five restrictions than those who reported 
consuming alcohol on four or more days in an average 
week (see Table 5). 
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Table 5. Attitudes toward Advertising as a Function of Alcohol Consumption Frequency 
Type of Restriction     95% Confidence Interval 
 
df df error F Alcohol Consumption 
Frequency, in Days 
Mean Lower Bound Upper bound 
1) Support bans on use of cartoons and youth-oriented 
materials on alcohol beverage packaging 2 287 6.26** 
One† 
Two or three 
Four or More 
4.48 
4.07 
3.34 
4.03 
3.59 
2.89 
4.93 
4.54 
3.79 
2) Support bans on alcohol advertisements using sports 
teams and athletes 2 287 5.18** 
One† 
Two or three 
Four or More 
5.68 
5.33 
4.74 
5.27 
4.89 
4.33 
6.09 
5.76 
5.15 
3) Recommend to community planners that they refuse 
sponsorship to alcohol companies for events attended 
by teens 
2 287 6.69** 
One† 
Two or three 
Four or More 
5.25 
4.70 
4.10 
4.82 
4.24 
3.66 
5.69 
5.16 
4.54 
4) Support bans on alcohol advertisement on commu-
nity billboards 2 287 5.92** 
One† 
Two or three 
Four or More 
5.03 
4.67 
3.95 
4.59 
4.20 
3.51 
5.47 
5.13 
4.39 
5) Support a ban on all advertisement of beer and wine 
on TV 2 287 5.51** 
One† 
Two or three 
Four or More 
3.46 
3.38 
2.56 
3.05 
2.95 
2.14 
3.86 
3.82 
2.97 
Note. **denotes statistical significance at p<.01, † Statistically significant difference was found between adults who reported consuming one alcoholic 
beverage and those who reported consuming four or more alcoholic beverages in an average week
4. Discussion 
In this study, a large, representative sample of Idaho 
adults was asked about their own alcohol consumption be-
havior and also the extent to which they supported re-
strictions on youth-oriented alcohol advertisements. The 
results revealed a significant, albeit relatively small, effect 
of the frequency with which adult respondents reported 
consuming alcohol on their levels of support for all five 
types of advertising restrictions. Clearly, adults who did not 
consume alcohol were more supportive of all five types of 
advertising restrictions than those who consumed alcohol at 
least once a week. These findings have some important 
implications for our understanding of why some adults may 
not perceive a need to oppose restrictions on the advertising 
of alcoholic beverages, even when those advertisements 
seem largely targeted toward youth. 
Although it is noteworthy that, overall, the respondents in 
the sample were quite supportive of most types of re-
strictions on youth-oriented alcohol advertisements, it re-
mains important that some were less supportive. As dis-
cussed earlier, although past findings are mixed, research 
suggests that at least some minors are influenced to consume 
alcohol when they are exposed to the advertisement of al-
coholic beverages [28-32, 47]. Given the tremendous health 
[e.g., 2], economic, and social costs [e.g., 7, 9] of underage 
drinking, all strategies to reduce alcohol consumption by 
minors should be considered. Restricting youth-oriented 
alcohol advertisements seems such a strategy, and in order 
for such a strategy to succeed, it is important to understand 
why some adults do not support it. According to the results 
of the present study, adults who consume alcohol themselves 
and adults who consume alcohol more frequently are less 
likely to support restrictions on youth-oriented alcohol ad-
vertisements. Therefore, the challenge in this case would 
seem to understand how to induce adults who are higher 
alcohol consumers to support restrictions on this type of 
advertising. 
There are many campaigns, both at the federal and state 
levels, to raise awareness about problems associated with 
underage drinking. Interventions targeting parents’ and other 
adults’ attitudes have often been reported to be effective [e.g., 
48, 49], however these interventions have been targeted 
toward adults in general, not heavier drinking adults. One 
way to specifically target these adults about the dangers of 
underage drinking would be to advertise about the health 
consequences of such behavior on alcohol packaging; it 
stands to reason that adults who consume more alcohol 
would more often see alcohol beverage packaging, and 
therefore would have greater exposure to messages for al-
cohol packaging. In fact, there is an existing model for using 
messaging on alcohol beverage packaging; some states and 
communities receiving funding through the Office of Juve-
nile Justice and Delinquency Prevention’s Enforcing Un-
derage Drinking Laws (EUDL) program have begun using 
warning stickers on alcohol packaging to prevent the pur-
chase of alcohol for minors [50]. These warning stickers 
typically inform adults of the legal consequences of pur-
chasing alcohol for minors; however, similar stickers could 
advertise the ill effects of consuming alcohol on the minors’ 
health, as well as on their families and communities. Edu-
cation of this type could help adults who consume greater 
amounts of alcohol recognize the importance of supporting 
restrictions on youth-oriented alcohol advertisements. 
The literature examining the effects of adults’ drinking 
behavior on their perspectives of youth-oriented alcohol 
advertisements is scarce. Even so, the results of the present 
study are highly consistent with the most similar research. 
For example, Latimer, Harwood, Newcomb, and Wagenaar 
[51] reported that adults’ self-reported frequency of alcohol 
use was inversely related to their support for policies to 
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regulate alcohol marketing. Similarly, Van Hoof et al. [43] 
reported that Dutch parents who consumed alcohol more 
frequently were less supportive of alcohol control policies 
than parents who consumed alcohol less frequently, and 
Richter et al. [42] reported very similar results in a sample of 
adults in the U.S. Thus, despite the paucity of research on 
this topic, the findings of the present study support the 
emerging theme that emphasizes the importance of targeting 
heavier drinkers to influence their perspectives regarding 
youth-oriented alcohol advertisements.  
Although this study had a number of strengths, including 
use of a stratified random sample and a large number of 
respondents from urban, rural, and frontier counties in Idaho, 
there were also some limitations. One was that the study was 
conducted within only one state, which has some unique 
characteristics (e.g., geographic isolation, low population 
density, and a highly conservative political sentiment) that 
likely limit the generalizability of the results. Another is a 
reliance on self-reports of alcohol consumption; several 
researchers [e.g., 52] have noted that people tend to un-
derreport their consumption on surveys and in interviews. It 
would be quite feasible to expand the study beyond the state 
of Idaho. It would, however, be much more difficult to 
gather more objective data on level of alcohol consumption 
without relying on much more expensive and intrusive 
methodologies. 
 In conclusion, the results of this study contribute to a 
rather scarce literature on the effects of adults’ alcohol 
consumption behaviors on their perceptions regarding al-
cohol policies targeting underage drinking. The finding that 
adults who consume alcohol and adults who consume al-
cohol more frequently are less likely to support restrictions 
on youth-oriented alcohol advertisements may help influ-
ence policy makers to consider targeting heavier drinkers for 
educational campaigns about the dangers of underage 
drinking and the susceptibility of minors to alcohol adver-
tisements. Ultimately, attitude change in members of this 
population may help efforts to restrict alcohol advertise-
ments to youth and therefore reduce underage drinking as a 
whole.
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